
Enthusiasm for local food crashes website: 
selling “local food love” on social media   

he Ontario agri-food sector is always 
seeking new, innovative ways to 
promote local foods to consumers. 

Recently, two grower organizations - Ontario 
Pork and the Ontario Apple Growers - 
have seen great success engaging with 
consumers through social media and other 
avenues, thanks to financial support from the 
Government of Ontario in partnership with  
the Greenbelt Fund. 

Ontario Pork’s goal was to highlight and 
promote delicious, yet underutilized, cuts of 
pork. The group partnered with Osteoporosis 
Canada and Heart and Stroke to create a 
factsheet on pork’s important health benefits 
as well as multiple heart-healthy recipes. It 
then promoted these resources through social 
media and product demonstrations, using a 
$41,500 grant from the Greenbelt Fund.

 
Engaging bloggers 

“We had a large involvement with 
Facebook,” explains Susan Fitzgerald of 
Ontario Pork. “Food bloggers picked up on 
our objective and promoted a huge variety 
of pork recipes, from simple to complex. 
We also explored some sponsored events, 
with demonstrations in “early years” centres 
and high schools, and in-store samplings in 
Loblaw’s stores.” The organization also held 
webinars for dieticians and other health care 
professionals.

Ontario Pork reports that the campaign 
exceeded all of its objectives, with “views” 
of its six videos topping 443,000 – almost 
double the target. In addition, the original six 
recipes ballooned into an entire healthy recipe 
booklet, which hit 225,000 “reaches” through 

bloggers – triple the goal.
Similar success was had by the Ontario 

Apple Growers. It used $49,000 from the 
Greenbelt Fund to increase consumer 
awareness of the versatile nature of Ontario 
apples and the Foodland Ontario brand. 

Personal touch 
First, ten bloggers were selected and 

introduced to Ontario apple production. “We 
took them on a farm tour last fall, where they 
could learn directly from an experienced 
apple grower,” explains Kelly Ciceran of 
Ontario Apple Growers. “We encouraged them 
to ask questions about all stages of apple 
production.” The bloggers were later taken on 
another tour of storage and packing facilities, 
allowing them to understand how Ontario 
apples are made available to consumers year 
round, how apples are graded and many apple 
products. 

Blogger Charmian Christie, a culinary 
instructor and author of the blog “The Messy 
Baker” says that “as a culinary professional, 
farm tours are invaluable. When I say “I’ve 
been to the orchard” or “I’ve see the apples 
being washed and packed,” I have a level of 
authority no amount of Googling can recreate. 
As a result, my students and readers are more 
engaged, ask more questions and are more 
eager to shop Ontario.”

Each of the bloggers then created three 
recipes that they posted to their blogs and 
shared through a variety of social media. 
“We also compiled these 30+ recipes into an 
e-Cookbook that was available for download 
from our website in nutrition month, March of 
2017,” Ciceran explains. “The e-Cookbook was 

so popular upon its release that the website 
crashed.” 

Navigating the blogosphere and social 
media can be daunting, particularly for 
individual farmers whose busy days don’t leave 
much time for online marketing. As Ontario 
Pork and Ontario Apple Growers demonstrated, 
grower organizations can benefit their 
members by taking on this opportunity and 
reaching consumers in new ways. 

“We believe the Fund is making a big 
difference in spreading the “Local Food 
Love” throughout Ontario,” observes Ciceran, 
“helping consumers realize how delicious and 
easy local food is to access.”
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The Greenbelt Fund changes the way we eat by investing in projects that bring more Ontario  
food to Ontarians’ plates, with financial support from the Government of Ontario.

 
Big success is being achieved through  
social media to promote local food.


